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SEPTEMBER-SUMMER’S  END  AND 
THREAT  OF  WINTER 

T is  easy  enough  to  sit  down 
before  one  has  enjoyed  a summer 
holiday  and  feel  that  summer  has 
barely  begun. 

It’s  very  different  to  come  home 
well  along  in  August  and  face  the 
calendar  with  the  realization  that  it  is  only  a 
week  until  September. 

This  month  of  September  has  always  seemed 
to  hold  a fateful  warning.  Generally,  we  Cana- 
dians are  treated  to  several  days  of  extreme 
summer  heat.  Then  we  taper  off  into  a few  days 
of  ideal  weather — a few  rain  falls  intervene  here 
and  there.  Then  one  morning  we  wake  up  with 
a shiver  and  begin  to  go  about  our  work  and 
living  with  a “rotten  cold”  and  wonder  when  we 
or  the  janitor  will  have  to  start  the  furnace. 
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Along  toward  the  latter  part  of  the  month  we 
experience  strong  winds  and  gales  with  heavy 
rains  and  realize  that  the  autumnal  equinox  is  at 
hand. 

Meantime  nature  has  been  at  work,  leaves  have 
turned  to  brilliant  colours  and  are  found  here 
and  there  scurrying  and  scraping  along  the  side- 
walks. Brilliance  and  browns  have  replaced 
greens.  Holdfast  ! steady  there  ! Christmas 
and  winter  are  almost  upon  us. 

It’s  time  to  get  busy  with  business. 

IMPRESSIONS 

as  noted  by 
MR.  L.  S.  DIXON 

President  L.  S.  DIXON  & CO.  LTD. 

Liverpool  & London 

N my  long  and  interesting  journey  from  the 

Atlantic  to  the  Pacific,  Montreal  to  Victoria, 
B.C.,  4,000  miles,  what  strikes  me  most  is  the 
good  printing  and  good  paper  with  elaborate 
blocks  and  illustrations. 

On  visiting  the  large  offices  one  notices  the 
great  thought  given  to  system,  assisted  by 
labour-saving  machinery  placed  in  light  and 
healthy  rooms,  showing  that  the  manufacturer 
or  trader  uses  the  printer  to  develop  his 
business. 

More  attention  should  be  keenly  taken  up  by 
the  British  Printers’  Association. 
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THE  WRECKERS 

NOT  BY 

ROBERT  LOUIS  STEVENSON 

WO  “white  collared”  executives  were  hold- 
ing a conference,  resting  chin  on  hand,  elbow 
on  knee  and  foot  on  radiator  as  they  crouched 
forward  to  catch  any  breeze  which  might  come 
their  way  through  the  open  window. 

Down  below  in  the  blazing  heat  four  men  had 
mounted  the  roof  of  an  adjoining  building  with 
picks,  crowbars  and  shovels.  Looking  up  they 
were  heard  to  remark,  “Those  guys  up  there 
have  a cinch  all  right.” 

Amusing  as  it  was  to  be  numbered  among 
superior  workers — the  executives  had  their  own 
hard  problems  to  answer.  Business  was  none 
too  good.  Sales  curves  had  been  falling.  These 
wilted  white  collar  fellows  had  to  get  an  answer 


soon. 
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An  hour  after  the  conference  as  he  was  leaving 
for  lunch — one  of  the  executives  again  glanced 
down  from  his  window.  Dust  filled  the  air. 
The  odour  of  tar  was  noticeable.  The  scrape  of 
gravel  being  shovelled  was  heard.  The  wrecking 
was  under  way.  “God  help  those  poor  devils  on 
a day  like  this,”  he  remarked  as  with  dragging 
step  and  stooping  shoulders  he  made  his  way 
out  in  search  of  some  cool  spot  for  a cold  lunch. 

Late  in  the  afternoon  of  the  day  following  he 
thought  of  the  sweating  dusty  work  of  the 
wreckers  and  took  another  glance.  He  was 
surprised  for  a moment.  He  had  expected  to 
see  again  the  picture  of  dust  and  roof,  instead 
he  saw — the  building  was  gone. 

The  four  men  at  work  were  sorting  brick,  metal 
and  wood  from  the  pile  of  debris  on  the  ground. 

“Ye  Gods”,  he  remarked,  “four  men  at  even 
$8.00  a day  for  two  days,  total  $64.00.”  Phew — 
even  brick,  metal  and  wood  go  down  before  the 
onslaughts  of  the  wreckers — almost  as  quick  as 
lightening  in  destruction.  And  then,  in  a flash 
he  had  it.  He  began  musing — half  aloud — 
“In  these  days  with  everyone  chasing  their  heads 
off  for  even  the  smallest  order — when  salesmen 
in  their  fight  for  business  are  forgetting  some  of 
their  business  ethics  and  knocking  competitors 
and  home  offices  are  slashing  prices,  no  wonder 
that  with  the  maintenance  of  highest  quality  as 
in  our  product  with  necessary  holding  of  prices 
sales  are  slowing  down.” 
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The  trouble  has  been,”  he  continued,  ‘‘that  in 
a market  buying  by  price  people  have  forgotten 
value — and  we  haven’t  been  doing  enough  to 
keep  them  filled  up  with  knowledge  as  to  the 
good  stuff  we  use  and  the  extra  care  in  our 
processes  of  manufacture.  By  the  everlasting 
sales  psychology  I am  going  to  pump  every  last 
prospect  so  full  of  the  knowledge  of  the  fine 
material  and  quality  of  our  stuff  that  no  one  can 
come  along  with  any  price  crowbar  and  knock 
our  creation  to  pieces  in  five  minutes.” 

‘‘I’ll  work  the  printing  press  till  it  groans — 
and  now  I fear  neither  price  slasher  nor  any 
member  of  that 

‘Sect,  whose  chief  devotion  lies 
In  odd  perverse  antipathies 
In  falling  out  with  that  or  this 
And  finding  somewhat  still  amiss.’” 

FOUR  TRAGEDIES 

A man  struck  a match  to  see  if  the  gasoline 
tank  was  empty.  It  wasn’t. 

Another  man  touched  a trolley  wire  to  see  if  it 
was  alive.  It  was. 

A man  jumped  out  of  a boat  to  see  if  he  could 
swim.  He  couldn’t. 

A man  cut  out  his  advertising  to  see  if  he  could 
make  more  money.  He  didn’t. 

— Empeco  Paper  News. 


LINE  CUTS  AGAIN  IN 


FAVOR 

RINTING,  like  other  arts,  runs  in  cycles — 
line  etchings,  once  almost  entirely  dis- 
placed by  halftones,  are  again  in  the  ascen- 
dency. The  halftone  came  with  the  develop- 
ment of  photography.  The  application  of  photo- 
graphy to  printing  plates  forced  the  development 
of  smooth  paper  upon  which  halftones  could  be 
successfully  printed.  The  refinement  in  this 
grade  of  paper  finally  reached  a point  where  its 
highly  glossed  surface  came  into  disfavor  because 
of  its  strain  on  the  eyes.  The  pendulum  is  now 
swinging  the  other  way — towards  a rough  soft 
finished  paper  that  is  more  kindly  to  the  eyes. 
Advertisers  know  that  the  main  objective  of  all 
printed  advertising  is  to  get  itself  read.  They 
are  quite  ready  to  forego  the  highly  glazed  paper 
and  the  halftone  if  these  call  for  effort  in  reading 
on  the  part  of  those  to  whom  the  advertising  is 
directed.  The  halftone  will  be  retained  where 
the  showing  of  minute  detail  is  required,  but  the 
line  etching  is  gaining  favor  with  those  adver- 
tisers whose  product  will  lend  itself  to  line 
illustration. 


From  “The  Chime  of  Bells.” 


SITTING  ON  THE  OTHER 
FELLOW’S  DESK 


F you  expect  to  put  a blotter  on  the  prospect’s 

desk  and  hold  his  attention  therewith  a few 

thoughts  on  what  attracts  the  eye  and  mind 
will  be  worthwhile. 

In  advertising  we  must  get  the  message  to  the 
mind  if  we  wish  to  achieve  favourable  reaction. 

Colour  always  holds  the  eye  more  or  less 
according  to  shade  and  combination. 

Words  as  well  as  pictures  stir  up  mental 
activity.  “Henry  Leadpipe,  plumber,  at  such 
an  address”  will  not  start  buying  mental  pro- 
cesses as  well  as  “Have  your  pipes  examined 
before  you  light  the  furnace.  Phone  Leadpipe 
— the  plumber,  at  Main  282”. 

The  message  plus  the  setting  make  the 
presentation  which  tries  for  the  right  impression. 
The  method  of  transportation  matters  not. 
When  presentation  is  right,  which  means  favour- 
able reaction,  the  work  is  successful. 

There  are  many  contacts  where  blotters  can 
make  sales — even  as  package  inserts — some 
manufacturers  have  found. 

Choice  quality  and  generous  colour  range  are 
available  if  you  ask  for  the  “Made  in  Canada” 
product. 


COLOUR  IN  THE  WASH  TUB 


ATHER  than  force  upon  our  readers  a 
series  of  technical  and  trade  names  we  have 
chosen  the  humble  title  above  to  give  colour 
to  a matter  of  fact  process  of  the  greatest  impor- 
tance in  fine  paper  making. 

Of  course  colour  itself  is  as  varied  as  the  moods 
of  the  mind.  Vast  works  have  been  written  on 
this  same  subject  and  artists  have  been  striving 
to  outdo  nature  itself — though,  and  they  admit 
it  themselves,  they  can  never  even  approach  the 
level  of  this  mystic  garment. 

Subtle  as  the  moonbeam — vague  as  distant 
hills,  and  as  powerful  as  all  consuming  flame, 
colour  is  an  ever  present  influence  good  or  bad 
but  seldom  indifferent. 

In  the  practical  field  of  colour  in  paper  making 
the  desire  to  establish  a correct  shade  is  one 
thing.  It  is  another  to  produce  a result  which 
holds  the  standard  value.  It  is  still  a greater 
problem  over  long  periods  of  time  to  be  able  in 
different  runs  to  produce  a sheet  which  matches 
up. 


CANADA 

AT 

WEMBLEY 


THE  WORLD'S  GREATEST 


FAIR 

MR.  G.  W.  Kyte,  M.P.,  one  of  the  Com' 
missioners  appointed  by  the  Federal 
Government  to  visit  the  British  Empire 
Exhibition  at  Wembley,  has  recently 
returned  full  of  enthusiasm  for  the  part  Canada 
has  taken  in  the  Exhibition. 

“The  Canadian  buildings  and  Canadian  exhibits,” 
he  said,  “both  as  regards  natural  products  and 
manufactures,  are  regarded  as  the  outstanding 
feature  of  the  Exhibition.” 

“Visitors  to  the  Exhibition  from  all  parts  of  the 
Empire  and  from  many  countries  of  the  world 
expressed  unqualified  admiration  for  the  part 
Canadahascontributedand  they  conceded  without 
hesitation  that  Canada’s  exhibit  excelled  that  of 
any  other  Dominion.” 

“It  may  be  confidently  asserted  that  the  Exhibh 
tion  will  result  in  increased  sales  of  Canadian 
products  both  natural  and  manufactured,  and  will 
give  a stimulus  to  immigration  through  which  all 
will  reap  great  benefit.” 

“It  has  been  suggested  that  the  Exhibition  be 
continued  as  a whole  for  another  year  and  the  final 
word  on  this  point  will  be  given  by  the  committee 
of  management  which  consists  of  representatives 
of  all  the  Overseas  Dominions.” 


CANADA’S  FINEST 


PAPERS 

THE  exhibit  as  shown  in  the  photograph, 
over  page,  of  the  Howard  Smith  Paper 
Mills  Limited,  represented  a display  of 
leadership  on  the  part  of  Canadian  manu- 
facturers  among  Imperial  products.  Of  High  Grade 
papers  made  throughout  the  world  Beaver  “S” 
Brands  are  steadily  assuming  their  rightful  posh 
tion  of  Highest  Quality. 

Qarlyle  Japan 

Among  comparatively  new  brands,  Carlyle 
Japan  represents  a book-paper  de  luxe — for  the 
presentation  of  Beauty  and  Quality  in  the  form  of 
Folder,  Brochure  and  Book. 

This  paper  is  obtainable  in  Antique  and  Plate 
finishes,  in  White  and  India  Tint,  and  in  three 
different  weights — 70 — 90  and  150  lbs. 
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To  the  buyer  of  paper  all  these  questions  are 
important  only  in  the  result.  Yet  consistent 
satisfactory  results  establish  a high  standing 
for  the  paper  maker. 

Paper  in  the  service  of  business  is  too 
frequently  only  considered  as  white.  Along  lines 
of  efficiency  there  are  great  possibilities  in  the 
use  of  colour  for  identification — forms,  internal 
correspondence,  departmental  memos,  invoices, 
purchase  orders,  etc. 

In  the  greater  field  of  outside  influence  many 
an  economical  price  of  printing  or  advertising 
would  lift  itself  into  a much  higher  place  because 
it  had  the  added  attraction  of  being  printed  on  a 
coloured  paper.  This  added  value  comes  at 
practically  no  increased  cost,  because  coloured 
papers  cost  merely  a portion  more  than  white. 

Reverting  back  to  white — have  you  ever  tried 
to  count  the  different  shades  of  this  One  colour 
as  seen  in  examples  of  white  papers.  Fine 
whites  are  always  one  of  the  indications  of  the 
better  papers. 

The  Manufacturing  Process 

The  colouring  of  paper  in  a paper  mill  is 
effected  by  the  addition  of  pigments  or  more 
frequently  a solution  of  dye  stuffs  to  the  pulp  in 
the  beaters.  The  greatest  care,  however,  must 
be  exercised  to  choose  only  those  materials 
which  will  produce  the  uniformity  and  per- 
manency of  colour,  which  is  necessary.  Other- 
wise the  paper  will  be  mottled  or  it  may  fade 
and  change  colour  after  it  is  made. 
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For  this  reason  while  there  may  be  innumerable 
dyes  and  colours  available,  as  a matter  of  general 
practice  we  use  only  a limited  number  of  thor- 
oughly tested  dyes  of  proven  worth,  and  from 
these  the  different  shades  and  tints  are  obtained 
by  mixing.  It  can  be  seen  that  the  mixing  of 
these  colours  requires  much  experience  and  skill, 
if  the  required  shade  is  to  be  exactly  matched  and 
maintained. 

Dyeing  is  an  Art 

In  addition  to  this,  however,  the  dyeing  of 
paper  pulp  is  an  art,  which  can  only  be  grasped 
when  the  whole  of  the  factors  involved  are  intelli- 
gently understood.  Among  other  things  it  is 
necessary  to  take  into  account  the  kind  of  fibre 
to  be  dyed,  together  with  its  chemical  composi- 
tion. There  is  also  the  composition  of  the  dye 
stuffs  and  their  possible  reaction  one  with  an- 
other, as  well  as  their  reactions  with  the  other 
items  in  the  furnish. 

i 

Mixed  in  the  Beaters 

There  is  also  in  many  cases  the  problem  of 
fixing  the  colour  in  the  fibres.  Keeping  in 
mind  these  several  factors  the  dyer  selects  the 
dyes  which  are  suitable  for  the  purpose  in  hand 
and  which  may  be  required  to  obtain  his  match. 
This  done  the  dyes  are  then  dissolved  in  water. 
He  then  adds  the  proper  proportion  and  quan- 
tities of  these  dye  solutions  to  the  paper  stock 
while  it  is  still  in  the  beater,  and  with  which  it 
then  becomes  rapidly  and  uniformly  mixed. 
In  this  way  each  fibre  becomes  separately  and 
individually  dyed. 
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Fixing 

Not  only  must  he  use  the  right  quantity  of 
the  several  dyes,  but  often  the  order  in  which 
these  are  added  will  greatly  affect  and  influence 
the  results.  Fixing  of  the  colour  is  another 
problem,  more  particularly  with  deep  shades. 
The  extent  to  which  the  colour  may  bleed  or  run 
will  affect  the  result.  Usually,  however,  the 
Sizing  Agent  sufficiently  accomplishes  this  fixing 
so  that  no  further  attention  is  required. 

From  what  has  been  said  something  can  be 
appreciated  of  the  care  and  skill  that  must  be 
excercised  in  the  colouring  of  high  grade  paper. 


The  Hercules  Powder  Company,  rather  than 
let  a good  thing  die  have  published,  we  are  told 
by  Printers’  Ink  Monthly,  a booklet  incorpora- 
ting the  illustrations  and  text  of  a very  extensive 
and  elaborate  publication  campaign.  Thus  a 
good  thing  is  not  allowed  to  die,  a complete 
campaign  is  again  presented  in  attractive  form 
to  prospects,  Engineers  and  Builders,  and  the 
whole  serves  as  a follow  up,  complete  sales  effort 
par  excellence. 

* * * 

“Publicity  ends  with  the  making  of  an 
announcement,  while  true  advertising  begins  at 
that  point.” 


MAKING  SURE  THE  TALES 


WERE  TOLD 

ETOLD  tales  often  lose  their  original  im- 
portance and  characteristics. 

Original  pictures,  photographs  and  draw- 
ings generally  lose  some  of  their  quality  when 
reproduced.  Here  is  a deadly  parallel  that 
illustrates  this  principle: 

The  manufacturer  or  his  sales  manager  calls 
the  salesmen  together  and  tells  them  about  the 
company’s  products.  They  are  filled  with  en- 
thusiasm, conviction  and  courage.  They  call 
upon  the  distributor  and  relay  the  enthusiastic 
selling  talk  they  heard.  The  sales  resistance 
encountered  reduces  their  enthusiasm.  The 
sales  talk  is  not  quite  as  convincing  as  they 
intended  to  make  it.  The  sale  is  made,  however. 

Then  the  distributor  relays  the  selling  talk 
to  his  salesmen.  By  this  time  more  enthusiasm 
is  lost.  The  distributor’s  salesmen  go  out  to  the 
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retail  trade  and  retell  the  selling  points  of  the 
product.  Their  talks  are  less  enthusiastic  and 
some  of  the  selling  points  are  forgotten. 

The  retailer  is  at  the  point  of  contact  where  the 
final  sale  is  made — yet  he  has  received  the 
weakest  selling  talk  about  the  product.  Here 
is  where  printing  rekindles  enthusiasm  and 
bridges  the  gap.  The  manufacturer  should 
send  printed  salesmanship  to  the  retailer  brist- 
ling with  selling  points,  reflecting  enthusiasm 
and  carrying  conviction.  Use  printing  to  carry 
your  story  to  the  point  of  contact  where  the 
ultimate  sale  is  made. 

Printed  salesmanship  can  also  rekindle  en- 
thusiasm and  bring  knowledge  to  the  manu- 
facturer’s salesman,  the  distributor  and  the  dis- 
tributor’s salesmen,  as  well  as  to  the  retailer  and 
his  salesmen.  Printing  can  keep  all  factors  in 
the  distributive  system  enthusiastic  over  your 
product.  The  printing  pieces  that  can  be  used 
to  pass  along  the  information  are: 

Letters,  booklets,  catalogues,  broad- 
sides, envelope  enclosures,  package 
inserts,  house  organs,  mailing  cards, 
giant  letters,  etc. 

— The  Informant. 


No  use  praying  for  better  business,  you  must 
act — says  the  Charles  Francis  Press. 
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REACTION 

When  you" have  jumped  out  of  bed  on  a bright 
sunny  morning  and  when 

You  have  had  your  tub  and  shaved  and  en- 
joyed a good  breakfast  with  steaming  coffee 
and  when 

You  have  walked  to  the  office  and  filled  your 
lungs  with  a goodly  share  of  oxygen  and  then 

When  you  begin  sorting  your  mail  and  your 
hand  runs  across  a letter  written  on  a clean, 
crisp,  crackling  sheet  of  good  Bond  paper — 
then — honestly — doesn’t  your  heart  sort  of 
jump  in  appreciation  and  doesn’t  your  mind 
fill  up  with  confidence  in  the  other  fellow  who 
wrote  you  and  who  met  your  morning  spirit 
of  optimism  and  well-being? 


I put  a message  in  the  mail 
And  hoped 

That  across  the  “thoughts  and  things”  of 
the  human  gale 
’Twould  get  response. 

I put  another  and  another  in  the  mail 
And  knew 

That  soon  my  thoughts  would  be  a 
part 

In  capturing  many  a sale. 


WHO  SAYS  “OH,  WHAT’S 
THE  USE?” 


A YOUNG  man  ran  for  the  Legislature  of 
Illinois  and  was  badly  swamped. 

He  next  entered  business,  failed  and 
spent  seventeen  years  of  his  life  paying  up  debts 
of  a worthless  partner. 

He  was  in  love  with  a beautiful  young  woman, 
to  whom  he  became  engaged — then  she  died. 

Entering  politics  again,  he  ran  for  Congress 
and  was  badly  defeated.  He  then  tried  to  get 
an  appointment  to  the  United  States  land  office, 
but  failed. 

He  became  a candidate  for  the  United  States 
Senate  and  was  badly  defeated. 

Then  he  became  a candidate  for  the  Vice- 
Presidency  of  the  United  States  and  was  once 
more  defeated. 

One  bad  failure  after  another — bad  failures — 
great  setbacks. 

Then  he  became  one  of  the  greatest  men  of 
America — Abraham  Lincoln. 

Who  says,  “Oh,  What’s  the  Use?” 

— Pensacola  Journal. 


Virtue  is  like  a rich  stone,  best  plain  set. 

Bacon. 


* * * 


One  unfailing  habit  of  the  printing  industry 
is  that  it  gets  busier  and  busier  as  Christmas 
approaches. 

* * * 


It  is  to  your  advantage  to  do  your  Christmas 
printing  early. 

* * * 

Illustrated  Letterheads  are  featured  in  a 
recent  Printers’  Ink  Monthly,  the  idea  is  that 
suggestive  small  illustrations  up  and  down  as 
margins  show  selling  points,  uses  and  facts 
regarding  the  product. 

* * * 


Good  advertising  men  are  those  who  can  make 
advertising  do  something — not  men  who  can 
make  ^somebody  advertise. 

* * * 


It  isn’t  the  original  cost;  it’s  the  upkeep  that 
worries  many  a woman  about  her  evening  gowns. 

Ex. 


Printed  on  " Carlyle  Japan ” Antique  Finish,  India 


BLOTTING— QUICK! 

T’S  no  use  blotting  out  the  past,  it’s 
) happened — but  the  future  and 
consistent  demand  for  the  conven- 
ience of  a Blotter  makes  available 
a very  fine  advertising  opportunity. 
Unless  you  wish  to  import  blotting  paper 
specify  “Made  in  Canada  blotting/’  it’s 
Canadian  and  it’s  Beaver  “S”. 

“Millions  of  Written  Words  Testify 
to  its  Wording  Quality  ” 


BLOTTERS 

Can  be  made  to  fit  en- 
velope sizes,  so  distribution 
costs  nothing.  Human  nature 
has  a universal  antipathy 
against  throwing  blotters 
away.  The  message  lives  a 
long  time. 


BLOTTERS 

Can  carry  a calendar. 

Can  present  your  product 
in  word  and  picture. 

Can  be  used  as  a small 
Monthly  House  Organ. 

R in  Canada** 


